



Good Reading for the Million:  The ‘Paperback Revolution’ and the Co-Production of 
Academic Knowledge in Mid-20th Century Britain and America* 
 
In 1952, at a time when his own future bestseller The Lonely Crowd was not yet in 
paperback, the American sociologist David Riesman reported to the readers of the Antioch 
Review on a new cultural phenomenon that might have before that date escaped their notice.  
A friend of his in the publishing industry had told him that in an Ohio Valley steel town,  
population 75,000, which lacked a single bookstore and about which the department store 
buyer insisted ‘[p]eople here don’t read;  they just look at television or go to the taverns’, 
nevertheless 750,000 paperback books a year were sold in restaurants, newsstands and 
drugstores, ‘many of them in the Mentor line of modern classics’.  ‘I wish we had some 
knowledge and understanding of what these citizens made out of all they read’, Riesman 
continued, ‘the Faulkner novels, the Conant On Understanding Science, the Ruth Benedict 
Patterns of Culture, along with the Mickey Spillane and other mixtures of sadism with sex.  
But studies of this kind in the field of leisure have not yet been made, as far as I know.’1   
As far as I know, they still have not been made.  Of the paperback revolution in 
general, which brought books to new readerships around the world from the mid-1930s when 
Penguin pioneered the mass-market paperback in Britain, we know a fair amount, and literary 
scholars have demonstrated amply how a taste for classic and modernist fiction like the 
Faulkner novels was aroused ‘along with the Mickey Spillane’.2   But Riesman’s curiosity 
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about the even more incongruous taste for the serious non-fiction purveyed by the Mentor 
line – as we will see, a direct spin-off of Penguin’s Pelican imprint – has not been satisfied, 
although a rising tide of single-issue or single-title studies suggests that we are if anything 
now more curious about it.3   
In this article I seek to provide a basic knowledge and understanding of the mass 
audiences for serious non-fiction paperbacks built up in the mid-twentieth century.  Apart 
from satisfying Riesman’s (and our) curiosity, such an enquiry can help to address broader 
questions about the diffusion of expert knowledges to democratic citizenries that have 
become staples in the dissection of what the Foucauldians call ‘governmentality’ – the ways 
in which ‘the values and ethics of democratic society’ become aligned with ‘the rationales 
and techniques of power’, as Nikolaus Rose has put it.4   In the Foucauldian view of 
modernity, knowledge and power are completely inter-penetrated;  thus the mere 
transmission of knowledge, especially if yoked to internalized acknowledgement of the 
hegemony of expertise, is constitutive of (and not merely supportive of) power relations.  A 
milder, post-Foucauldian revision of this view, popular amongst historians of science for 
some time now, takes a more benign or at least agnostic view of power, and considers 
knowledge to be not so much transmitted as ‘co-produced’ with its consumers.5   So far, 
however, this view has appeared easier to propound in theory than to demonstrate in 
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practice.6  While it is sensible to hold that knowledge production rarely follows a 
straightforward ‘diffusionist’ model, in which expert knowledges are disseminated 
downwards intact, it is harder to show how knowledge is received, reprocessed and fed back 
such that knowledge can be shown to have been ‘co-produced’ in multiple nodes.7 A close 
study of the non-fiction paperback may shed some light on this complex process  by 
specifying more closely the conditions of production and distribution, and the degree of co-
production, of a prime vehicle for knowledge, at its peak in a period which even advocates of 
co-production tend to see as the heyday of the downward diffusion of expertise.8 
I 
The paperback book offers special opportunities and challenges to the study of 
expertise and its publics.  With its depth of content, demands upon attention and relative 
permanence, it packed a punch that more ephemeral (though persistent) mass media such as 
radio, cinema and television lacked.  While less ubiquitous in modern life than law and 
national symbolism, its direct address to subjectivity made it one of the more effective 
‘technologies of the self’ in an age when those technologies were manifestly multiplying.  It 
entrained many actors and operated on many levels.  Both production and consumption 
chains were highly ramified – authors, publishers, censors, wholesalers, retailers, educators, 
critics, and, pre-eminently, readers could all use the paperback to get a grip on the ‘selves’ in 
construction around them.  The product was also highly ramified.  Pulp fiction was at first the 
predominant form, much decried then by moralists and educators, and subsequently by critics 
of the capitalist marketplace.   As already noted, literary critics have threshed out of the mass 
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of pulp a burgeoning taste for classic and contemporary fiction.  Moving closer to expertise 
proper, paperbacks were the principal vehicle (alongside magazines) for expert management 
of daily life through self-help and advice manuals on topics ranging from ‘winning friends 
and influencing people’ to ‘baby care’, sexuality, marriage, career, health and nutrition.  The 
bestselling non-fiction paperbacks in postwar America were Dr. Spock’s Baby and Child 
Care, well ahead of the pack with 18.5 million copies sold between 1940 and 1965, and Dale 
Carnegie’s How to Win Friends and Influence People, a distant second at 5 million.9   
But as Riesman understood already in 1952, coming up behind such advice manuals 
was a much more sophisticated body of expertise, drawing largely on academic writing and 
research, and spanning the full range of modern academic subjects, from the traditional 
humanities (classics, history, philosophy) to the rising social sciences (psychology, sociology, 
anthropology) and the natural sciences (physics, physiology, mathematics).  Unlikely as it 
sounds, bestsellers in these categories also reached a mass audience in the postwar decades – 
both Ruth Benedict’s Patterns of Culture, which Riesman noticed, and his own book The 
Lonely Crowd, paperbacked in 1953, had sold over 1 million copies by 1970.  This kind of 
book – more abstract and conceptual, less directly targeted at the individual’s subjectivity, 
and also less aggressively marketed – represented, I will argue, a different use of expertise.   
While its producers had ‘missionary’ aspirations of their own, consumers had more say in 
choosing the type of expertise that suited them and more latitude in the uses they made of it.  
An anatomy of the academic mass-market paperback can therefore tell us something new 
about ‘technologies of the self’ that takes us well beyond the usual band of experts and 
bureaucrats and ideologies of ‘social control’. 
The mass-market paperback was a global phenomenon, but its impact was earliest and 
most intense in the Anglophone world.  I will focus therefore on the pioneer, Pelican Books, 
                                                 




published by Penguin in the United Kingdom (though also exported all over the world, 
notably to the Commonwealth), and Mentor Books, published by New American Library in 
the United States, the two acknowledged market leaders in this field at least until the early 
1960s.  In what follows I will narrate the rise of Pelicans and Mentors, consider who were 
their readers, assess what they read, and finally attempt some answers to Riesman’s query 
about what they made of what they read – obviously the hardest part of all – and how their 
choices fed back into the process of knowledge production by inflecting what was on offer. 
The origin-tale of Penguin is reasonably well-known.10  The founder was Allen Lane, 
a distant connection of the John Lane publishing family.  By his own admission, he did not 
start Penguin with a burning social or political mission;  he was principally concerned to tilt 
against the snobberies of the book trade and at the same time make some money, by selling 
cheap, well-designed paperback editions of middlebrow novels and biographies to an under-
served provincial and suburban audience.  There had been such experiments before – notably 
in Germany, where Tauschnitz and Albatross books had aimed at British travelers on the 
Continent – but Lane caught the Zeitgeist as no-one else had.  His books were handsome, 
convenient, affordable, and, as they proved popular, quickly became ubiquitous, breaking out 
of the bookshops into Woolworth’s chain stores, railway bookstalls, newsagents and 
tobacconists.11   Partly under this impetus, by 1940 50% more working-class readers were in 
the habit of buying books than borrowed them from libraries.12 
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By then Allen Lane was seeking something more than mere commercial success.   In 
the depths of the Slump, Lane like many sensitive, comfortably-off young men of the time 
did have a mild social conscience, and he was quickly swept up into a giddy whirl of earnest 
social reformers and adult-educators – old Fabians like Shaw and Wells, whose titles proved 
instant hits for Penguin, the Indian nationalist Krishna Menon, the social historian Lance 
Beales, and most importantly Billy Williams, son of a Welsh carpenter and a pillar of the 
adult-education movement.  Lane, who like most middle-class boys had left school at 16, 
came to see something of what he had missed, and to view the paperback as a portable 
evening-class and not only as an entertainment.  And in the spirit of the ‘30s – of the 
Workers’ Educational Association, the Left Book Club and the Popular Front – he married 
this educational impulse to a leftish stance, going so far as to contribute an article entitled 
‘Books for the Million’ to the magazine Left Review in May 1938, which portrayed the 
Penguin paperback as a contribution to the people’s control of their own destiny.13    
Lane’s principal vehicle for this educational and political mission was Pelican Books, 
the serious non-fiction line added to Penguin in 1937.   Pelican only ever accounted for a 
minority of Penguin sales – 10% in wartime, though a growing proportion thereafter;  this 
amounted to nearly 2m copies a year in wartime for a population of 50m, and similar or 
higher levels thereafter.14  It was Pelican to which Lane was referring in Left Review when he 
attributed political significance to his enterprise – it was Pelican that gave ‘access to 
contemporary thought and to a reasonable body of scientific knowledge’ to put ever growing 
numbers of people ‘in a position to control our future in the light of our knowledge of the 
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past.’15  Billy Williams helped Lane move beyond his middle-class base to wider strata of 
self-improving working men, and to scout out the kinds of serious non-fiction that might 
appeal to and empower this audience – in the first instance, history, sociology, politics and 
economics, but increasingly also science, art, and later an ever-widening set of academic 
disciplines.  While Lane and Williams had their own educational and political motives – and 
naturally gravitated at first to Fabian socialism, to the historical, literary and economic 
interests of the adult-education movement, and to the political issues of the day (featured also 
in the famous series of Penguin Specials from 1938) – both their commercial interests and 
their open-mindedness about their audience (really an ignorance that they shared with 
everyone, who had discounted even the possibility of a mass market for such fare) favoured 
an experimental approach.  Any topic, so long as it met their minimum standards of decency 
and seriousness, was grist to their mill.  Titles were selected informally and on the basis both 
of past sales and new enthusiasms, the enthusiasms not only of Lane and Williams, but also 
of two loose cannons Lane had recruited early on – Alan Glover, an eccentric auto-didact, 
known for the tattoo-removal scars that covered his face and his encyclopedic range of 
interests from Freud to Buddhism, and Eunice Frost, the talent scout sent out to ‘[keep] the 
house policy abreast with contemporary thought’.16    
Even at the start, commentators were astonished by the range and altitude of the titles 
that could (it turned out) be sold in print-runs of 50,000 or more – not just Shaw and Wells, 
or current affairs, but the likes of Tawney’s Religion and the Rise of Capitalism, Elie 
Halevy’s History of the English People (sold in 7 parts), or Freud’s Psychopathology of 
Everyday Life.   ‘These are all books which…have helped to make the intellectual history of 
this century’, marveled the Spectator, and their availability for ‘the price of a cheap cinema 
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seat or a packet of cigarettes’ was ‘a fact of enormous importance in the struggle to overcome 
economic restrictions to knowledge...one more indication of the hunger for information, for 
fact, for explanation, which exists unsatisfied at the present time.’  ‘When the corner 
tobacconist is selling’ such books, the Times concluded, ‘it is a fair assumption that very 
large strata of purchasers are being tapped.’17 
Even wider strata of potential purchasers beckoned temptingly across the Atlantic, 
where in the U.S., with three times the population but half the number of bookstores, there 
appeared to be a huge unexploited mass market.  Starting with Pocket Books in 1939, a few 
paperback houses had opened in New York and during the war began to build a mass market 
mostly for pulp fiction by distributing through magazine wholesalers to a bewildering variety 
of retail newsstands, drugstores, smoke shops, and variety stores.  Lane felt certain that there 
were opportunities here for his quality lines as well.  After a few abortive attempts to start up 
an American operation – Lane’s first representatives in New York insisted that they could 
only sell pulp through the retail outlets – he finally found two true believers like himself and 
Williams, Kurt Enoch (a founder of the original German Albatross Books, now providentially 
marooned in the States as an under-employed refugee) and Victor Weybright (a progressive 
publisher who had run the U.S. propaganda office in London during the war).   Weybright, 
who took editorial charge, and Enoch, who handled the business, set up an operation that was 
very much a mirror-image of Penguin, with its own Billy Williams-figure – E.C. Lindeman, a 
Columbia philosopher and adult educator18 – and its own equivalent of the talent-spotting 
Eunice Frost, Arabel Porter.  The first American Pelicans appeared in January 1946.19 
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For a time the U.S. and U.K. operations appeared to run in tandem.  In both countries 
Pelicans formed a substantial and surprising proportion of total sales.  They were a mix of 
reprints of classics, recent academic works that had only appeared in hardcover, and specially 
commissioned works – increasingly the latter as Lane, Williams and Weybright learned what 
sold and could guide authors to providing suitable copy on subjects they wanted to try out.   
U.S. Pelican borrowed titles from U.K. Pelican – Shaw, Wells, Tawney, Julian Huxley, the 
physicist James Jeans and the philosopher Alfred North Whitehead all sold well in both 
countries – and bought rights for equivalent titles tailored to the U.S. market – Ruth 
Benedict’s Patterns of Culture, Walter Lippmann’s Public Opinion, and, as an equivalent to 
Jeans, the physicist George Gamow.20  As Williams wrote to Weybright, they shared a 
‘common belief’ in publishing as ‘a vocation as well as a trade’, the peculiar synergy between  
‘commerce’ and ‘conscience’ being responsible for their exceptional success in both:  ‘The 
great advantage which a man like you has over other crusaders is that he works in plain 
clothes and is not always parading his Holy Cross.  No one, to look at Allen and you and me 
would suspect us of having good intentions, and that is the real reason why our intentions 
work out!’21 
Despite this common cause, two differences quickly intervened that led to a parting of 
the ways.  Both derived from the special challenges of selling books in America.  While 
Americans had much higher levels of formal education than the British, they did not read 
many books, even when in college, and once out of college poor distribution meant that they 
had few opportunities to buy books even if they wished.  There were only something like 
1200 bookshops in the entire country, heavily concentrated in major metropolitan areas – a 
half of all bookshops were located in five states (New York, Pennsylvania, Massachusetts, 
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Illinois and California), and 85% of counties across the country had no recognized outlet for 
books at all.22  Mail-order book clubs, like the Book-of-the-Month Club, founded in 1926, 
had done something to rectify this, but had only succeeded in doubling the volume of book 
sales, mostly to highly-educated people, buying the same kind of books as were bought in 
shops.23  Pocket Books’ solution, as we have seen, was to peddle books through wholesalers 
to magazine and newspaper outlets, of which there were up to 100,000 nationwide, reaching 
even the smallest communities.  Weybright readily adopted this solution, but to make it work 
he felt he had to adopt two practices that were unacceptable to Lane.   
First, he needed some massive sellers to get the wholesalers to take his books in the 
first place – books that were guaranteed to sell anywhere in sufficient quantities to make it 
worth their while.  So Weybright was prepared to lead his line with pulps and near-pulps – in 
addition to Dr. Spock, Pocket Books had used Erle Stanley Gardner’s Perry Mason detective 
stories for this purpose, and Weybright bought the rights to Mickey Spillane’s hard-boiled 
private eye stories and Erskine Caldwell’s sexed-up Southern Gothic tales.  The pulp fiction 
did not affect the selection and sale of the more serious lines – nor did they cross-subsidize, 
all of Weybright’s books aimed to make a profit – but they were needed to get access to the 
wholesalers, something which Lane could not and did not accept.  He would rather not 
publish at all in the United States if it meant selling what he considered pornography.   
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Second, in order to sell his serious lines through the retail outlets, Weybright went in 
for rather more aggressive marketing than Lane would tolerate, including colour covers (not 
as lurid as his pulp covers, but able to sit comfortably alongside them) and salesmanship on 
the jacket copy to entice reluctant or unsophisticated readers to crack the spine.  Again, this 
packaging hardly affected the content of the books – Weybright continued to print the same 
kind of material as Penguin (indeed often the same titles) – but Lane forbade it;  neither 
colour nor even illustration became common on Penguins until the 1960s, and the jacket copy 
remained austere and descriptive.  These irreconcilable differences were recognized quickly 
on both sides, by 1948 Lane had agreed to sell his interest to Enoch and Weybright, and the 
U.S. operation was relaunched in that year as New American Library, with its Penguin lines 
rebranded as Signet Books and its Pelicans as Mentor Books.24 
Despite these differences, Pelican and Mentor remained embarked on similar missions 
through the early 1960s at least, and remained the dominant purveyors in their respective 
markets of serious non-fiction in mass-market paperback form.25   Weybright even adopted 
for NAL a slogan he borrowed from Lane (slightly Americanized in diction), ‘Good Reading 
for the Millions’.  They had no real rivals until Doubleday launched Anchor Books in the 
United States in 1953, followed by Knopf’s Vintage Books and a wave of similar quality-
paperback imprints from other hardback houses.  Even these so-called ‘egghead paperbacks’ 
were not quite in the Pelican and Mentor mould, being higher-priced and more clearly 
targeted at college and graduate markets.26  Although the egghead imprints had some 
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impressive successes much like Mentor’s – conspicuously, one of Anchor’s first titles, 
Riesman’s The Lonely Crowd, and one of Vintage’s, Richard Hofstadter’s The American 
Political Tradition, eventually reached the million-sales mark attained by Benedict27 – 
Mentor remained the market leader until the early 1960s.  Pelican had fewer competitors until 
the 1960s, although it was then challenged and finally capitulated to colour covers.28  Both 
imprints benefited also from their early start, in that they had impressive backlists which 
formed an ever larger proportion of sales as paperbacks moved in both countries into the 
bookshops in a big way in the late 1950s.29  Although by then the hardcover publishers were 
increasingly retaining the paperback rights for their own egghead imprints, Pelican and 
Mentor continued to thrive by commissioning their own books and selling on the rights to an 
initial hardcover edition.  Their early start also meant that these two imprints were in the best 
position to benefit from a general shift from fiction to non-fiction reading in both countries 
that came about as a result of rising educational opportunity.30 
II 
Having surveyed and compared the emergence of these two imprints and their 
dominant position through the 1960s, I turn now to a closer examination of who were their 
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readers and what did they read.  At this point conclusions become necessarily more tentative, 
given the fragmentary nature of the available sources.  Nevertheless, a certain amount can be 
gleaned from the keen market observations of the likes of Lane and Weybright.  First of all, 
we can be pretty certain that Lane and Weybright were correct to conclude that they had 
found a new market.  There is a certain amount of cynicism about this – it is said, for 
example, that paperbacks only caused cheapskate buyers to shift from cloth to paper, or that 
the new market was for pulp fiction and the so-called quality lines only sold to a limited 
number of college graduates.31   To answer these criticisms requires separate consideration of 
the two countries, as they started in very different places. 
In the United States, as we have seen, at the beginning of this period reading books 
was the pursuit of a minority and buying them the pursuit of a small minority.  In a 1949 
survey, only 21% of American adults (and only 43% even of college graduates) claimed to be 
reading a book at the time of the survey as opposed to 55% of all adults in England a few 
years later.32   Despite their educational advantages, therefore, Americans seemed to be 
under-consuming books.  Social reformers puzzled over why this was – did the deficiency lie 
in demand (American being more utilitarian, preferring quick-fix newspapers and magazines) 
or in supply (those pesky wide-open-spaces that made distribution of bulky items so 
difficult)?33   There seems little doubt that the Pocket Books solution addressed the supply-
side problem, by extending distribution from some hundreds of bookshops to tens of 
thousands of magazine and newspaper outlets.   But paperbacks also seemed to stimulate 
demand.  It was widely reported that Americans didn’t even read books while at college, 
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where books were widely available at least in libraries (only a quarter of American colleges 
had bookstores).34  Paperbacks were said to be stimulating the reading (and ownership) of 
books at college – where more self-service bookshops were opening to sell them – and after 
college, where formerly marooned suburbanites (especially housewives) and small-town 
dwellers could now find books at their local drugstores, coffee shops, smoke shops and 
variety stores.35  There is every reason to believe that this market covered both men – 
principally, commuters – and the classic bored housewife, who had been whisked off to 
suburban or small-town isolation  shortly after college graduation, the subject of Betty 
Friedan’s The Feminine Mystique (which itself sold 1.5 million in paperback).36   
If there was a general shift to non-fiction among post-war readers, this must have 
been due not only to increasing educational attainment but also to the increasing availability 
of non-fiction titles in paperback.  Whereas in the early 1950s few colleges had bookstores 
and few sold books beyond immediate classroom needs, by the late 1950s college towns and 
metropolitan centres benefited from a mushrooming of bookshops dedicated to paperbacks 
and aimed at both students and graduates:  famously, places like Cody’s (opened in 1956) and 
Moe’s (1959), which billed itself as ‘the largest all-paperback bookstore in the world’, both in 
Berkeley, or the famous Kroch-Brentano ‘Super Book Mart’ with 7500 paperback titles in an 
enormous Chicago basement (1955).37  This supermarketing of books established an entirely 
new relationship between book and buyer which we now take for granted – as the TLS 
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36  Stephanie Coontz, A Strange Stirring:  The Feminine Mystique and American Women at the Dawn of the 
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marveled in 1957, ‘you make your rounds of the serried, signposted racks and bring your 
armful of purchases to one of the three exit gates, where you pay and are given a paper bag if 
you want one.’38 
In a country like postwar America, where college education was becoming very 
general, there should be no need to apologize for a focus on college graduates – the graduate 
market was a mass market.39  Nevertheless, there is evidence that Mentor paperbacks reached 
wider strata still.  Although they were not typically stocked (certainly not in large numbers) 
by the full range of retail outlets, nevertheless they were routinely distributed to about 25,000 
of them – that is, at least 10 times the number of bookshops – accounting for about two-thirds 
of total Mentor sales.40  Retail outlets that stocked and sold large numbers of Mentors 
(including backlist titles) tended to be ‘heavy traffic’ sites such as bus, rail and air terminals, 
but Weybright worked hard to persuade his distributors that a selection of Mentors at other 
outlets would extend their market and could even lead to high turnover.  ‘Mentor books are 
aimed at the general reader including not only the book store buyer with knowledge of books 
but at the newsstand buyer with no such knowledge’, he wrote to his field reps in 1955.  
‘Consequently, we dramatize the subject matter on the covers of our Mentors in such a way 
that the newsstand buyer is tempted to buy the book by the interest created by the cover 
picture.  This cover appeal has probably attracted millions of more regular book buyers to 
non-fiction books.’41  George Kennan’s American Diplomacy sold nearly half a million 
copies in the course of the ‘50s, and was thought to go ‘extremely well’ on newsstands.42  
Suzanne Langer’s Philosophy in a New Key, a very sophisticated tract on aesthetics, sold the 
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vast majority of its first printing of 62,000 through magazine and newspaper outlets.43  Crane 
Brinton, the Harvard historian, declared himself ‘even more astonished than Susanne 
Langer…to find myself on newsstands, but it is a very pleasant feeling.’44  When the egghead 
rivals appeared, Weybright was able still to win reprint rights on the basis that only he could 
really compete for this newsstand market, a pitch that (improbably) won him reprint rights to 
Maurice Bowra’s The Greek Experience in 1958.45  To dive deeper into this market, in 1953 
Weybright introduced the Signet Key line, ‘an extension of our non-fiction range, slightly 
more elementary in presentation than our Mentor books’, explicitly to appeal to non-
graduates, and also to the retailers, who distributed this line along with the main Signet 
fiction titles.46  Overall, Weybright estimated that ‘most of the readers of Mentors, and more 
than half of the readers of Signet Key and Signet non-fiction, constitute a new audience, not 
an audience that has switched from fiction to subject non-fiction’.47  It was, surely, in part 
this new audience – and not only the growth of educational opportunity – that led to the sharp 
swing to non-fiction, accelerating in the 1960s.48  It was also this new audience that swelled 
book-buying in America by 250% to 1.3 billion per annum between 1947 and 1967, the 
period of the paperback revolution, after which point growth slowed in unit sales, increasing 
in gross terms only because the price of paperbacks was then rising.49 
The British story was different because it began with more readers and more 
bookshops.  While Allen Lane had relied on Woolworth’s and the newsagent chains, notably 
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W.H. Smith, to break the retail monopoly of the shops in the 1930s, once inside the shops 
after the war he was able to sell 80% of his Penguins through them rather than other retail 
outlets, in large part because there were now plenty of readers seeking books in shops.50  
Quite apart from the unusual peaks of reading in wartime, a Mass-Observation survey in 
1947 found that two-thirds of adults read books – as many as read magazines – for an average 
of 5 hours a week – and a third of all adults bought paperbacks.  A great deal of soul-
searching went on at the time, and has since, about the additional finding that what MO called 
the ‘Penguin public’ amounted to only 9% of the general population and, even amongst book-
readers, only 8% of working-class readers.51  But its definition of the ‘Penguin public’ set the 
bar too high – it only counted respondents who spontaneously mentioned Penguin in response 
to all three questions about paperbacks in general, specific paperbacks, and the best 
paperbacks, and then reported them as a proportion of the general public.  In other questions, 
it became clear that over three-quarters of the book-reading public owned paperbacks, and of 
these, perhaps half bought Penguins52 – in other words, the true ‘Penguin public’ amounted to 
around a third of the book-reading public.53  Furthermore, its definition of working-class set 
the bar too low – it excluded all those whom it dubbed ‘artisans’ – 53% of whom bought 
paperbacks, and a quarter of whom bought Penguins.54 
Penguin’s postwar growth, from its very high prewar levels, was slower than its 
American comparators.  By 1960 Americans were buying more paperbacks per capita than 
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the British.55   Penguin’s domestic sales took a long time to recover even to prewar levels – 
they were still just below that point in 1957, Lane having refused to market more 
aggressively – but a change of tack and a surge in demand fuelled rapid growth in the 1960s, 
up to a peak in 1974, by which time domestic sales had probably doubled from prewar 
levels.56  However, Penguin’s quality lines had a stronger hold on the market than its 
comparators in the U.S., even after the entrance of the egghead publishers, so that per capita 
sales of quality fiction and non-fiction were probably not surpassed by the Americans 
through the 1970s.  Britain experienced the same shift as in the U.S. from fiction to non-
fiction over the course of the ‘50s and ‘60s.  Thus Pelican was a growth area in this period in 
the context of a stable market.  Contemporaries noted the arrival in the late 1950s in quite 
modest homes of the ‘reference’ shelf of Pelicans and similar paperbacks.57  While 
educational attainment in Britain  was falling further behind America  at the higher levels, 
after 1947 all British teenagers were at least attending secondary school, and there is 
evidence that parents were buying them (or enabling them to buy for themselves) more 
books.58   Much attention has been paid to the place of the Penguin in the life of the grammar-
school boy (less so the girl), but the majority of teenagers who did not go to grammar school 
were also part of this market.  In other words, despite a tendency to wax nostalgic about the 
golden age of the ‘30s and ‘40s, and despite Britain’s lag in access to higher education, 
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Penguins – and Pelicans – were almost certainly reaching as wide an audience through 3000 
bookshops as Mentors were through 25,000 retail outlets.59 
III 
What did they read?  Surveying such extensive backlists is no easy task.  One point to 
emphasize is that the size of the backlist was itself important to both Lane and Weybright.  
The process of selection by the consumer was supposed to be a key element in the Pelican 
and Mentor experience.   Despite their differences, as Billy Williams wrote to Weybright in 
1946, they shared ‘the most violent sensations of complete agreement’ on one point, that 
‘there is “an intangible element of self-education” in the fact that people have to select their 
books… the cause of an increasing selectiveness and judgment’.60  This is why Lane 
preferred to sell through bookshops and why Weybright, though he worked hard to get 
Mentors onto the newsstands, was particularly proud of the extensive displays in the book 
supermarkets springing up by the late 1950s.  For the same reason, it was important for both 
lines to offer titles across the full range of disciplines – from the sciences and social sciences 
to the arts, history, philosophy, religion, classics and archaeology – and to remain open to 
surprises from their readers.  From this point of view, the label of ‘gatekeeper’ applied to 
Lane and Weybright is only half-right:  of course, they decided what to publish and set 
standards, but both as businessmen and educators they were concerned to keep the gates 
swinging both ways.61 
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If we start with Pelican, looking at a list of its global bestsellers to 196862 we can see 
immediately a preponderance of what we might call traditional humanities – classics, 
literature, history – reflecting the list’s prewar origins.   But looking more closely, even these 
bestsellers do not look quite so traditional.  The history is not predominantly traditional 
narrative or even political history – it includes landmarks of social history (Tawney, and 
Gordon Childe’s archaeological survey) and the narratives, such as David Thomson’s, were 
noted for ‘keeping away from a text-book parade of events’ and leaning ‘heavily away from 
the “Whig” interpretation’, in line with the leftish adult-education orientation of Pelican and 
its audience.63   Much more social history features further down the bestseller list, long before 
E.P. Thompson’s Making of the English Working Class became a bestselling Pelican in 1968.  
So does archaeology, a complete surprise to Penguin’s bosses.  Social science does not 
feature prominently in this list, but after the war Pelican had many successes with psychology 
in particular, in a series edited by the Birkbeck academic C.A. Mace – some cashing in on an 
interest in sex, but others on child care, much more conceptual than Spock (such as the 
‘attachment’ theorists Bowlby and Winnicott64), and above all the works of Hans Eysenck, 
not only on intelligence testing, but a full range of issues in psychological science.65   
Between them history and psychology accounted for about half of the top bestselling 
Pelicans.   Another substantial share was taken by literature, especially Boris Ford’s Pelican 
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guides, and, from the late 1950s onwards, sociology – modern classics such as Richard 
Hoggart’s Uses of Literacy, J.H. Galbraith’s  Affluent Society, Vance Packard’s Hidden 
Persuaders, Young and Willmott’s Family and Kinship in East London, Jackson and 
Marsden’s Education and the Working Class, and Michael Young’s Rise of Meritocracy, all 
sold at a rate of 10-25,000 copies a year over many years.66  This late move into sociology 
reflected Lane’s ability to rejuvenate his list, not least by taking on new staff – Dieter Pevsner 
(son of the architectural historian), who took general charge of Pelicans, and Tony Godwin, 
who aligned Penguin with the social and intellectual movements of the 1960s and finally 
foisted colour covers on Allen Lane.   Pevsner and Godwin kept Pelicans diverse and 
experimental long after Lane and Williams had lost touch with contemporary culture and, 
indeed, had lost interest.67   
Equally interesting to note is what did not sell, despite the gatekeepers’ best efforts to 
push it.  Apart from a few numeracy manuals, science never did well, though it is supposed to 
play an important role in Cold War culture.68  Nor did economics, nor politics.  Part of the 
nostalgia of postwar commentators for the ‘30s and ‘40s heyday was for a politically-
mobilized readership who hoovered up ‘Penguin Specials’ and appeared ready for duty in the 
New Jerusalem.69  The Specials were abandoned after the war and nothing took their place 
until Godwin revived them in the ‘60s, with limited success.  Pelican readers apparently 
wanted to understand themselves and their society, but were not excited by party politics or 
policy, apart from education policy.  Given this bias, and their relative success in the United 
States., it is surprising that philosophy and religion did not feature prominently in the Pelican 
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list.   Part of the blame must lie with the philosopher Freddy Ayer, who had firm control of 
the Pelican philosophy series and kept it dry and academic.  But it does appear too as if the 
Pelican reader had a more hard-headed preference for empirical psychological, sociological 
and historical studies.70 
How do the Mentor reader’s preferences compare?  There is not to my knowledge a 
bestseller list for Mentors to compare with Pelican’s, though we do have a snapshot from 
around 1954, reporting on bestsellers in bookstores and colleges only (not other retail outlets, 
which sold the majority of Mentors).71  From this and other scattered data, we can arrive at 
some safe generalizations.  First, history and literature play nothing like the same role on the 
Mentor list.  There were a few exceptions – Richard Heffner’s Documentary History of the 
United States sold well on college campuses, Tawney’s Religion and the Rise of Capitalism 
sold over 300,000 copies in Mentor (vs. 450,000 in Pelican, in a population 1/3 or 1/4 the 
size), Crane Brinton’s Ideas and Men probably even better.72  But compare these figures to 
Pelicans’, where at least a dozen history titles sold at a rate equivalent to 1 million+ in the 
United States.  It was difficult, complained Weybright, to slim history and biography down to 
the size needed to fit into a 35c Mentor – even Brinton’s book had had to be split into two.73  
An exception to this shunning of traditional high culture was classical mythology.  The Iliad 
and the Odyssey were perennial bestsellers in both countries in paperback, largely to the 
college market.  Pelican found a more general interpreter of Ancient Greece to provide a 
definitive treatment, H.D.F. Kitto, whose book The Greeks was far and away the bestselling 
Pelican of this entire period at 1.3m copies.74  More surprisingly, Weybright found in Edith 
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Hamilton a similar interpreter to the Americans.  While The Roman Way sold chiefly to 
college stores, The Greek Way and, especially, Mythology also flew off the newsstands.75 
More predictably, social science began to sell well earlier in the U.S., in a more 
sophisticated echo of the established American vogue for self-help books.  To the chart-
topping successes of Ruth Benedict’s Patterns of Culture and (for Anchor Books) of 
Riesman’s Lonely Crowd76 we must add a number of anthropological bestsellers by Margaret 
Mead for Mentor, probably totaling well over a million copies by 1960.77  Surprisingly, 
psychology did markedly less well than in Britain – apart from sex.  American readers were 
very keen to acquire explicit sexual knowledge.  The Kinsey Reports were of course the 
starting pistol for this rush;  though the reports themselves were too long and turgid to sell in 
paperback, Weybright quickly packaged up a little book entitled About the Kinsey Report 
and sold 1.5 million copies in a matter of months, over six times as many as the supposedly 
‘bestselling’ hardcover.78  Sex was also behind Mentor’s successful drive to emulate Pelican 
in paperbacking Freud’s Psychopathology of Everyday Life, which the Mentor editors hoped 
would sell to ‘[n]ewsstand readers who are attracted or repelled, but in any case fascinated by 
the name Freud (and all the misconceptions of sex and evil the name conjures up.)’79  Even 
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the pre-Freudian Havelock Ellis sold like hotcakes under the right title – The Psychology of 
Sex sold nearly half a million copies in the 1950s.80  But apart from sex, psychology had 
nothing like the same market as in Britain.81   
As in Britain , neither politics nor economics nor science did particularly well, though 
all figured prominently in the publishers’ ideas of what kinds of knowledge made for good 
citizenship.  Economics was  a drug on the market, except for  college textbooks.82  Science 
did somewhat better in the U.S. – especially if you count Rachel Carson’s early 
environmental works, The Sea Around Us and Silent Spring, which had no equivalent in 
Britain83  As for politics, Weybright dutifully collaborated with the State Department in 
distributing books on U.S. history and politics abroad, with many translations into Asian 
languages paid for by the government.84  His own politics were social-democratic – he had no 
problem promoting anti-communism, though not where it trenched on civil liberties, and 
published a good deal of pro-labour propaganda – but his readers weren’t much interested in 
either.85  He never attempted anything like the Penguin Specials, feeling, as he wrote about 
Bertrand Russell in 1958, that ‘the paperbound book with a thesis, dealing with a great public 
                                                 
United States, 1876-1917 (New York, 1971), 430-2, on the 1940s as the breakthrough for Freud’s popularity, 
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1955:  NAL Archive, 72/1846. 
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issue, even if written by an outstanding genius, is regarded as a tract and eschewed by what 
should be the natural audience for such a book.’86    It may be, of course, that the political 
conformism of Cold War America stifled the interest of both readers and publishers alike – 
local censorship was certainly an enduring nuisance to Weybright, though applied almost 
always to sex and religion rather than to politics87 – and it is probably true that Weybright 
was less politically free-wheeling than Lane, less inclined to experiment with the wilder 
shores of politics.  But it seems unlikely that Weybright would have held back if he thought 
there was a market for more radical politics, as he was evidently disappointed by the failures 
of the market to respond to, for example, his impressive initiatives in tackling racial 
questions88, and he would undoubtedly have been very disappointed to have lost Rachel 
Carson – with whom he was closely associated in the 1950s – when she published her more 
polemical bestseller Silent Spring with one of his principal mass-market rivals, Fawcett, in 
1964.89 
Instead – and here the American market was very different from the British – 
American readers showed an inexhaustible appetite for philosophy and comparative religion, 
the affluent society seeming at first to promote spiritual questioning rather than political and 
economic critique.  Mentor even marketed one book on technology as if it were the opposite, 
‘a view of life that looks beyond material improvement alone’.90  The market for philosophy 
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made itself apparent from the beginning, with the surprise success of Langer’s Philosophy in 
a New Key, which quickly sold out its first printing in 1948, two-thirds on newsstands, and 
clocked up 300,000 in sales by 196091, and was used explicitly by Weybright to launch other 
philosophy titles, such as Alfred North Whitehead’s Aims of Education, and to commission 
Isaiah Berlin and Stuart Hampshire among others to edit a series of anthologies of the great 
philosophers.92   Even the history and philosophy of science sold well – Conant’s On 
Understanding Science, noted by Riesman, and Whitehead’s Science and the Modern World, 
both sold at or above Langer’s level.93   
Classics of philosophy may have fit with traditional views of high culture, but 
Weybright and his colleagues were not prepared for the related boom in classics of non-
Christian religion.   It seems to have been Anne Fremantle, one of the Mentor Philosophers 
editors, an expert on medieval religion and herself for a time a Muslim convert, who 
persuaded Weybright to have a punt on Marmaduke Pickthall’s authorized English translation 
of the Koran.  He was astonished to find it selling 350,000 copies in five years, 50 copies a 
day to commuters from Grand Central Station alone.94  This spawned an equally successful 
Mentor Religious Classics series including Christopher Isherwood’s translation of the 
Bhagavad-Gita and E.A. Burtt’s Teachings of the Compassionate Buddha.   By the end of the 
1950s, this complex of philosophy, history and philosophy of science, and comparative 
religion had become a mainstay of the Mentor line, with its own in-house editor, the budding 
novelist E.L. Doctorow.95  It formed a distinct novelty in postwar America – as late as 1940, 
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‘extensive publication of the Koran [was] not expected in the United States’, according to a 
survey of reading, due to the weight of Christian opinion.  The spiritual quests of the postwar 
period, very much fuelled by the paperback revolution, took Americans very far afield.96  It 
may well have been that these quests satisfied some of the hunger for self-expression and 
recognition for ordinary readers that conventional politics did not, and that only later in the 
1960s began to manifest politically in the more charged forms of the counterculture and 
radical politics.97 
IV 
Which brings us at last to Riesman’s original question – what did all these buyers of 
paperbacks make of what they read?  Even with the files of the publishers open to our 
scrutiny, with their keen understandings of their readership, any answers to this question must 
be very speculative.  Readers’ voices, beyond the exceptional case where letters to authors 
and editors exist in volume, are hard to capture, and their own personal repurposings of their 
reading harder still.98  But it is worth speculating, if only to staunch the less well-grounded 
speculations of the many cultural critics who have denounced the effects of the paperback 
revolution without taking much effort to understand it.  Famously, the Frankfurt School 
criticized the mass-marketing of culture for standardizing, and thus trivializing, works of art 
that on their own (and enjoyed in more salubrious forms) could elevate and critique.  As Leo 
Lowenthal wrote of ‘historical information for the masses’, it ‘falsifies history’ by reducing it 
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to a ‘ridiculous accumulation of the most insignificant facts and figures’.99  More humanistic 
critics shared this view.  Richard Hoggart, echoing Matthew Arnold, deplored the new 
masses who ‘have views’ borrowed fourth-hand from sources such as the Pelican edition of 
Freud’s Psychopathology, but who ‘wander in the immensely crowded, startling, and often 
delusive world of ideas like children in their first Fairground House of Thrills – reluctant to 
leave, anxious to see and understand and respond to all, badly wanting to have a really 
enjoyable time, but, underneath, frightened.’  Whereas the ‘earnest minority’ of his own 
youth in the 1930s could harness themselves to wholesome social and political movements, 
now, in the 1950s, they had succumbed to ‘a fashionable “culture-vulture” wish’, lacking any 
connection to ‘the actuality of social and personal life’.100  The irony is that these views were 
expressed in The Uses of Literacy, soon to be a Pelican bestseller, and moved an ageing Allen 
Lane to issue repeated invitations to Hoggart to take over Penguin Books as chief editor or 
even as owner.101 
It is surely possible to find at least some ways in which serious non-fiction did 
address ‘the actuality of social and personal life’.  A great deal of the most consistently 
bestselling non-fiction offered precisely resources by which individuals could seek to sharpen 
their sense of self – their cognitive and emotional selves (through psychology), their beliefs 
and values (through philosophy and religion).   What made Suzanne Langer’s Philosophy in a 
New Key a surprise success with a mass audience is that it offered explicitly – in a text aimed 
at a more select audience in hardcover in 1942 – a programme for developing a sense of 
individual purpose, ‘to carry on our natural, impulsive, intelligent life, to realize plans, 
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express ideas in action or in symbolic formulation, see and hear and interpret all things that 
we encounter, without fear of confusion, adjust our interests and expressions to each other’.  
Her ‘new key’ was a philosophy that addressed emotional as well as rational life through an 
understanding of the universal desire to ‘symbolize’ – something formerly catered to by ritual 
and myth – but in the modern, disenchanted world requiring new symbolizing realms – art, 
psychoanalysis, and indeed philosophy.   Philosophy thus had a deep social mission to abjure 
the ‘cryptic inventions of an academic class’ and reconnect to ‘the Man in the Street’.102  
Whitehead (the dedicatee of Langer’s book) said much the same thing.  So, obviously in their 
own way, did the Koran, the Gita and the Buddha, as did, in yet another register, Pelican’s 
amazingly successful psychology series. 
While the Pelican and Mentor editors of course did have a traditional ‘high culture’ 
mission, and felt that canonized art and literature were good in themselves, their commercial 
noses – and also their humanistic impulses – placed great emphasis on the self-fashioning that 
occurred when readers selected books off their own bat.  This attitude chimed with (and was 
undoubtedly in part derived from) the belief in the individuating, self-empowering effect of 
reading held by the adult-education community on both sides of the Atlantic.103  In rejecting a 
self-help manual titled ‘Improve Your Taste’, the Mentor editors expressed the fear that 
‘there is too much social-pressure and authority-pressure in the arts anyway…this book 
would only tend to intensify it’.104  As Williams had said to Weybright, the act of selection 
was as enriching as the lessons learnt from the selection.  In this they anticipated postmodern 
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critiques of the Frankfurt School, asserting, as Umberto Eco did in defence of mass-market 
paperbacks in the TLS in 1965, the unknowability of the reader-response, including by the 
author.105  The readers’ selection of a range of unexpected titles in psychology, philosophy 
and religion, facilitated by the paperback publishers’ own sensitive responses to readers, 
demonstrated their ability to march to their own drummer, using ‘expertise’ in hitherto 
unexplored fields in much the same way as Michael Saler has shown science fiction was used 
in this same period, to ‘re-enchant’ their worlds.106  
As with science fiction, too, the search for re-enchantment was not just an 
individuated quest, it was also relational.   The vogue for anthropology and sociology finds 
paperback readers situating themselves in relation to culture and society, not in order to 
conform (the worst fear of postwar critics of mass culture) but in order to understand and 
cope with the pressures bearing on them.  In this, they were exercising the qualities that the 
two best-selling contemporary social scientists were recommending to them.  Both Ruth 
Benedict, in Patterns of Culture, and David Riesman, in The Lonely Crowd, sought to raise 
awareness of the social and cultural patterns within which people lived, so that they might 
gain more control – what Riesman called ‘autonomy’ – over their individual life-courses.  As 
another bestselling social scientist, C. Wright Mills, put it in The Sociological Imagination in 
1959, people needed to embed their ‘personal troubles’ within ‘the public issues of social 
structure’, without which they couldn’t begin to formulate principles of action that were 
rational from the point of view of the society in which they lived.107  Much the same function 
could be attributed to the history and literature on the Pelican list, which as Wolf Lepenies 
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has argued worked as a ‘concealed sociology’ in British culture – in some respects ‘better 
sociology than sociology’ in their ability to place individual sensibilities in social and cultural 
context.108  
These are indeed ‘technologies of the self’, but they are much more diverse, fluid and 
reflexive than the idea of governmentality implies, hardly traceable to ‘the rationales and 
techniques of power’, and very often explicitly counterposed to those ‘rationales and 
techniques’, forged and employed in private spaces, drawing on expertise but employing it in 
ways unknowable and unpredictable to expertise, and, I would argue, with long-term public 
consequences as well.  They chime with a ‘mid-century moment’ recognized in the literatures 
on both Britain and America in which affluence and education – earlier in America than in 
Britain – and existential searching and widening horizons triggered by world war – more 
immediately in Britain than in America – spread to mass audiences and were catered to by an 
anti-fascist and democratic ethos in key sections of the intellectual and cultural elite, 
including the progressives and adult educators in the saddle at Penguin and NAL.109  
Certainly, as is now beginning to be recognized, the ‘paperback revolution’ opened up new 
ideas and ideals to new audiences that made possible their overt articulation in the more 
oppositional movements of the 1960s, even though those movements were themselves 
inclined (often borrowing from the Frankfurt School) to condescend to the paperback readers 
along with everyone else.110 
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Furthermore, as this article has argued, the circulation of paperbacks also offered up 
unusual opportunities for readers’ responses to close the feedback loop and reshape, or co-
produce, the knowledge purveyed through this medium.  Publishers in this area specifically 
proved sensitive barometers of readers’ interests and preferences and altered their lists, 
instructed their authors, and edited their copy accordingly.  It was not only that they provided 
more of what they thought readers wanted, but they worked closely with authors to provide 
the right kind of texts by recruiting, commissioning, editing drafts and repackaging .  Of 
course, this kind of feedback between production and consumption is what markets are 
supposed to do all the time.  But not all markets do that, and how or whether they do that is, 
in the case of cultural production, not always easy to discern.  As Fred Turner has noted, the 
‘free’ market for cultural products created by liberal democracies in the mid-20th century – 
what he calls the ‘democratic surround’ – was not always as transparently free and 
democratic as it appeared: 
the surround clearly represented the rise of a managerial mode of control:  a 
mode in which people might be free to choose their experiences, but only from 
a menu written by experts.111 
 
That generalization applies to some extent to the markets discussed in this article, but I have 
tried to show also the ways in which the menu was not just written by experts, but rewritten 
by readers, and furthermore in ways which altered the form and content of the dishes as well. 
V 
It is easy enough to date the beginnings of the paperback revolution – with Penguin in 
the 1930s and its American comparators after 1939, reaching some kind of climax around 
1960, when the term ‘paperback revolution’ is coined.  But when (if ever) did it end?  
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Contemporaries pronounced its end by the late 1960s.112  By that time, the paperback had 
displaced the hardcover, accounting for the majority of sales, and total book sales had 
plateaued.  This stalled market was disguised for some time by a continued upscaling of the 
paperback, as it moved off the newsstands and into the bookshops, and away from the mass-
market towards the egghead market, leading to growth in money but not in unit sales.113  
Already at this point the corporatization of publishing was underway.  Weybright sold New 
American Library to Times-Mirror in 1961.  After Lane’s death in 1970 – literally, the day 
after Lane’s death – Penguin was absorbed into Pearson Longman.  In the 1970s, corporate 
owners seeking enhanced profits began to abandon their backlists and focus on a smaller 
number of bestselling titles.  Boutique publishers – including academic presses – moved in to 
take on the shorter print-runs and indeed the number of titles in print mushroomed up, in the 
phenomenon identified by the internet guru Chris Anderson as a bifurcation between a small 
body of mass-market products and a ‘long tail’ of niche market products.  The intermediate 
position occupied by our Pelicans and Mentors is squeezed out.  Something similar was 
happening to retailing, at least in the United States.  Bookshops finally sprouted up in every 
suburban mall in the country, mostly also in corporate ownership (in the form of chains such 
as Walden, Pickwick, B. Dalton and Barnes & Noble), selling predominantly bestsellers.  The 
same period of the 1960s and ‘70s was also the heyday of the independent bookshop in the 
United States, but a larger number of shops were dividing up a smaller share of the market.  
The ‘long tail’ was now selling to a diverse but highly fragmented and precarious market in 
10,000 independent stores.114  In Britain, Penguin was able to ride this wave only by 
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diversifying its lines, going for the racy bestsellers that Lane would have abjured while 
retaining a share of the ‘long tail’.  In this adjustment non-fiction was put on the backburner, 
and in 1984 the Pelican imprint was discontinued.115 
It is easy to fall prey to ‘declinism’ in observing this transformation of the book market, and 
thus to duplicate the earlier declinism that Hoggart and others applied inappropriately to the 
1950s and ‘60s.  As leisure and affluence continued to grow in both countries, book sales 
resumed their upward movement towards the end of the 20th century, and we can all name 
serious non-fiction paperback bestsellers from recent decades – Stephen Hawking’s A Brief 
History of Time, Daniel Kahneman’s Thinking Fast and Slow.  It has been predicted that 
Thomas Piketty’s Capital in the 21st-Century will rival Hawking’s sales.116  Book sales are in 
decline in both unit and money terms, but of course non-fiction material is now accessible 
through all sorts of alternative digital media.  Still, something more fundamental has changed 
in the culture as well that justifies us in closing this particular paperback revolution in the 
1970s.  There has been no let-up – surely rather an intensification – in the care of the self.  
But that cultivation has been focused ever more narrowly on the kind of inspirational ‘self 
help’ that Mentor and Pelican had scorned, and, more broadly, on consumer and leisure 
pursuits.  It has become more individuated, more ‘lifestyle’ oriented, less philosophical and 
disembedded from society.  Most clearly, it has distanced itself from expertise, reflecting a 
well-known decline in ‘trust in experts’ that is not a recent phenomenon but one that can be 
traced back to the political cleavages of the late 1960s and early 1970s..  If  this might appear 
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to have freed us from ‘governmentality’, it has also deprived us of intellectual tools that for 
some decades millions of people found helpful in understanding themselves and the world 
around them.  At the very least, we can conclude that the ‘co-production’ of knowledge for 
self-culture is not, as is sometimes asserted, an innovation of a later, postmodern, digital 
period, but that if we look more closely at the circumstances in which knowledge was created 
earlier, in the mid-twentieth century, we can find plentiful evidence in the mediation of 
paperback entrepreneurs between experts and readers of ‘co-production’ there too.117 
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